AND
THE MACHINE

Why Al alone cannot
crack creative
effectiveness

Ipsos @MSI
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AlIS THEHOTTEST TOPICIN
EVERY ORGANIZATION

Image: Ipsos Facto generated, edited manually and using Gen Al Photoshop tools

Ipsos




Sources: The Ipsos Reputation Council 2024 Report [McKinsey Global Survey on Al 2024
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43%

of Americans trust
advertising that is
produced with Al

Source: Ipsos What The Future: Creativity | April 2024

© Ipsos | Misfits and the Machine
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Al made it to Cannes 2024 as one of THE hot topics

Thereis a10to 20% chance of Al is full of (-
something terrible happening. _ doomsayers, but it

But looking at the glass, it is could be like paper
otherwise almost full. Al could airplanes and

make people optional. There will photography and

be a crisis of meaning. Like the inspire anew wave
Roman empire with Al robots. A of creativity. There
Even if we are annihilated | want | will be disruption
tobe around to see it! This is the ._ but | am optimistic
most interesting time in all of about the future
history. So enjoy the ride. |

Alex Schultz, META
Elon Musk, TESLA

5 2 | CANNES LIONS %




Tech firms believe in a world where Al is the copilot

‘ Alis a powerful enabler that expands our possibilities
and potential. But no matter how much Al improves, it
is not a marketer. It does not have taste. It does not
have ingenuity. That's what sets you apart.

Alexander Chen, Director Google Creative Lab

‘ HI e This echoes Ipsos
E\{en when you have Al in t.he INCREASED perspective on how
mix, the heart of the creative Al e | Al x HI =

processis still people. —— X HlI=
Vidhya Srinivasan, Augn:'ented
Google VP Advertising Intelligence

CANNES LIONS %
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CAN MACHINES
PRODUCE
EFFECTIVE
ADVERTISING?

Image: Ipsos Facto generated, edited manually and using Gen Al Photoshop tools

© Ipsos | Misfits and the Machine




Scope of research
10 ads 1.500 respondents from 3 countries
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More H], More Al, ’ Tested with CreativelSpark
less Al less HI




Classication of Al use in the ad development process

Concept Script Audio Visual Production
using LLMto draft an using LLM to write a Either music or Contains Al elements, Compiled by Al or
advert based on input script based on either voiceover created e.g. visual content uses Al techniques to

data/brief or to an Al or Hl generated using Generative Al generation based on produce continuous
inform the concept brief user prompts footage, e.qg. Sora,

DeepFakes, etc.

Each adis categorised based on five distinct areas of the ad development process with ascore
of 1-5, with one point being assigned for each element that distinctly uses Al according to the ad
production notes. Ascore of 1or 2 is “More HI, less Al", ascore of 3to bis“More Al, Less HI".

© Ipsos | Misfits and the Machine 9 E




Selection of our ads

Deutsche Telekom Message from Ella

Lexus Lexus ES Driven by Intuition

© Ipsos | Misfits and the Machine @
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https://www.youtube.com/watch?v=VGa1imApfdg
https://www.youtube.com/watch?v=LFmpVy6eGXs&t=2s
https://www.youtube.com/watch?v=fQegrBMJVro
https://www.youtube.com/watch?v=4WY9_1b4gDE
https://www.youtube.com/watch?v=F4WZ_k0vUDM
https://www.youtube.com/watch?v=-VrOv982U4A
https://www.youtube.com/watch?v=ah4kzfuc3wo
https://www.youtube.com/watch?v=mewB6PS6gZE
https://www.youtube.com/watch?v=OSDdzST-2wU
https://www.youtube.com/watch?v=BdLNdYe4pRQ

Finding #1
Ads cut through well if humans
lead the ad development

ole

Brand Attention Index

Image: Stock
photography,
edited manually

CreativelSpark

10 ads, n=1500 res pondents B rotainds M MoreHi/Less Al [l More Al / LessHi

© Ipsos | Misfits and the Machine




Finding #2
Augmenting human creativity with
Al can boost ad effectiveness

ol

Creative Effect Index

N38%

Image: Ipsos Facto
generated, edited
manually

CreativelSpark

10 ads, n=1500 res pondents B rotainds M MoreHi/Less Al [l More Al / LessHi

© Ipsos | Misfits and the Machine 12



Finding #3
Relying on Al too much can pose a
risk on long-term ad effectiveness

Image: Ipsos Facto
generated, edited
manually

Equity Effect Index

CreativelSpark

10 ads, n=1500 res pondents B rotainds M MoreHi/Less Al [l More Al / LessHi

© Ipsos | Misfits and the Machine 13




What are the opportunities
and risks of using Al for
ad development?

LET'S EXPLORE
WITH MISFITS!

Image: Stock imagery with manual illustration and editing and uses
analytical Al tools to find the background and cut it out




Ipsos identified what effective creativity looks like
Entertaining Experiences x Empathy x Creative Ideas

CREATIVE EXPERIENCES EMPATHY & FITTING IN

FITS WITH
WAY | FEEL
ABOUT THE

WILLTALK
ABOUTON

PEOPLE MEDIA
WILL TALK

ABOUT IT @

© Ipsos | Misfits and the Machine

CREATIVE IDEAS

BRAND IS
DIFFERE
NT

TOLDME
SOMETHING
NEW

15

How Chy
Ty N
ADVERTISING SPARKS -
D GRow

Ipsos /



Finding #4
Ads created with more Hi

can deliver stronger
Creative Experiences

CREATIVE EXPERIENCES

PEOPLE SOCIAL MEDIA
WILL TALK
ABOUT IT

PLACE IN
POPULAR
CULTURE

O Above norm for most ads

Misfits Analysis
CreativelSpark
10 ads, n=1500 respondents

16 @

Above norm for most ads

Image: Ipsos Facto created with more Hl, less Al

generated, edited
manually




From Canvas to
Conversation:
A masterpiece
of engagement




Masterpiece o A

_ turned intoa transformer;
CREATIVE EXPERIENCES EMPATHY & FITTING IN CREATIVE IDEAS .
| was like wow

L]
IS
FITS WITH

ABOUT THE entertaining

BRAND

o
85 115
FOR + o —— 85 15
cevenec || PEOPLE N\ T
LIKE ME VvS. horm ;

TOLDME

SOMETHING MEMORY ENCODING inpex
NEW ) ‘
& 42
CULTURE EMOTIONS WILLTALK BRAND ;

ABOUT ON ATTENTION BRAND LINKAGE inpex
PEOPLE MEDIA INDEX

WILL TALK
ABOUT IT

‘ = Above country norm

Misfits Analysis. ‘ = Below country norm
CreativelSpark,
US, n=150

© Ipsos | Misfits and the Machine 18



Finding #5
Only human creativity enables
feelings of empathy and fitting in

FITS WITH WAY
IFEELABOUT
THE BRAND

BELIEVABLE

EMPATHY & FITTINGIN

isfits Analysis
CreativelSpark
10 ads, n=1500 respondents

Above norm for most ads
created with more HI, less Al

btography, edited manually

nd the Machine



The perfect

HIl & Al match:

HeinZ' love
story with
every bottle

‘ MORE

a“TOMATO KETCHUP” |




Al Ketchup bb

It made me want to make

CREATIVE EXPERIENCES CREATIVE IDEAS some fries and dlp them
in Heinz Ketchup!

Fits
FITSWITH
ABOUT THE how | feel i
BRAND
% about the brand
BELIEVABLE BRAND ATTENTION
TOLDME INDEX
SOMETHING
NEW VS. horm
180
WILLTALK
ABOUT ON ]
SOCIAL 70 130
WTEE'FFJ,I&EK MEDIA CREATIVE EFFECT
INDEX
ABOUT IT 1 O
BEHAVIOR CHANGE
INDEX

‘ = Above country norm

Misfits Analysis ‘ = Below country norm
CreativelSpark
US, n=150

© Ipsos | Misfits and the Machine 21



Finding #6
Only human intelligence

can come up with truly
creative ideas

BRAND IS
DIFFERENT.

TOLDME

CREATIVE IDEAS SOMETHING
NEW

Misfits Analysis
CreativelSpark
10 ads, n=1500 respondents

Above norm for most ads
created with more HI, less Al

Image: Stock photography, edited manually

© Ipsos | Misfits and the Machine



The shocking
truth about
sharenting:

A message of
empowerment

MORE
HI

© Ipsos | Misfits and the Machine

h, latend ic
ull_output_path, te
Use mask=opt.use mas
no_sim ‘va‘,JI.l_‘l,;u‘ ’

mixing _value=mix val

/4: working on file: V1-0025_A005C004_230324_RP14.
nput path: /content/drive/MyDrive/Work/ella_faceRe
utput path: /content/drive/MyDrive/Work/ella_faceR:
sing mixing value: 0.0

27/93 [01:40<04:02, 3.67s/it]



bb

Message from Ella .
Scary. Many people forget that nothing

_ is lost onthe internet. It's great and
CREATIVE EXPERIENCES EMPATHY & FITTING IN } )
responsible to point that out.

o
FITS WITH IS
WAY | FEEL

] (]
% ARG informative
DIFFERENT

BELIEVABLE 6 I /o
TOLD ME
SOMETHING VS. horm
NEW

PLACE IN ‘
POPULAR STIRRED
CULTURE EMOTIONS

WILL TALK

ABOUT ON

SOCIAL

PEOPLE MEDIA
WILL TALK

ABOUT IT @

130

138

EQUITY EFFECT

INDEX

162

CREATIVE EFFECT

INDEX

‘ = Above country norm

Misfits Analysis ‘ = Below country norm
CreativelSpark
DE, n=150

© Ipsos | Misfits and the Machine 24
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HOW Al
CAN MISS
THE MARK

Image: Ipsos Facto generated, edited man

Ipsos /
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An Al-Baked
Cosmic Cookie:
Deliciously
different or
just weird?




Al-baked cosmic cookie oy e s was ridiouious

Dramatic and overblown
and not related at all to
the product.

CREATIVE EXPERIENCES EMPATHY & FITTING IN CREATIVE IDEAS

FITS WITH
WAY | FEEL
ABOUT THE
BRAND

Is confusing

+14%

VS. norm INDEX

BRAND IS
DIFFERENT

® (o

BELIEVABLE

STIRRED
EMOTIONS
WILLTALK
ABOUTON

SOCIAL
MEDIA

TOLDME
SOMETHING
NEW

PLACE IN
POPULAR
CULTURE

PEOPLE
WILL TALK
ABOUT IT

62

CREATIVE EFFECT
INDEX

‘ = Above country norm

Misfits Analysis ‘ = Below country norm
CreativelSpark
US, n=150

© Ipsos | Misfits and the Machine 27

BRAND ATTENTION

49

EQUITY EFFECT
INDEX




Hi-or-Al2 #HIAI

1 Al is an enabler of impactful advertising experiences

More Human - More Connection: Al can inspire
Creative Experiences when led by human thinking

for brand impact, and Al cannot yet replace HI
ll' thinking to deliver original ideas to impact choice

|-
. The future is collaboration: Combining Hl and Al can

3 More Human - More Relevance: Empathy is critical
More Human - More Originality: We still need huma
unlock new levels of efficiency - and effectiveness

Image: Stock photography, edited manually

© Ipsos | Misfits and the Machine 28  and using Gen Al Photoshop tools



IPSOS VIEWS

MISFITS AND
THE MACHINE

Why Al alone can’t crack
creative effectiveness

|
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